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Many consumers are loyal users of more than one shopping websites, and they 
prefer choosing different website according to the product category. Therefore, it is of 
great practical significance to explore consumers' preference of website. This problem 
is studied based on the online customer experience in this paper. 
On the basis of existing researches, different aspects of the shopping website are 
put together from the perspective of generalized customer experience, and are built 
into a multi-level and multi-dimensional customer experience framework. This 
framework is organized by two aspects: function and enjoyment. The empirical 
research of this paper is based on a PLS-SEM with reflective-formative measurement, 
trying to explore those multiple customer experience’s different impact to consumer’s 
preference of the website. Multi-group comparison method is used to analyze the 
moderating effect of product involvement and product category on the model. 
The empirical results show that the functional experience has a strong significant 
and positive impact on the preference of the website, and the substitution has a weak 
significant and negative effect, but the effect of the hedonic experience is not 
significant. Within the functional experience, the influence of product experience is of 
great importance. The moderating effect of product involvement and category does 
exist. 
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第 1章  绪论 




据中国互联网络信息中心 2016 年 6 月发布的《2015 年中国网络购物市场研究报
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1.3  研究内容、结构与方法 














第四部分，实证分析：首先，介绍实证研究的数据来源，借助 SAS 9.4 软件
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2.1  渠道选择研究 
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